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Abstract 
Recently in China, there has been a growing trend in the scale of network video 
users. Medias such as internet and mobile phones take the advantage of playing online 
video programs in order to attract more netizen. It is generally acknowledged that 
Tencent video has got the network independent broadcast copyright of the show The 
Voice of China Season 3, which video hits would break 420 million times in two 
weeks after its launch. Additionally, in the whole third season, Tencent video created a 
record of more than 4.5 billion video hits playback volume. Based on the use and 
gratification theory, the dissertation will first analyze the content of network 
audiences comments on the program The Voice of China, and then followed by 
exploring the relationship between high playback volume and satisfaction on the 
network platform. The results of the correlational analysis can be summarized into 
several aspects. In the program, the audience mainly focus on the trainees; the 
presentation on the audience experience is brief and direct; the timing of comments 
published more concentrated and the audience pay sustainable attention to the show; it 
is hard to resonate because of the less strong representative comments and the 
interaction is quite weak; the attitudes of the netizens are more positive and the 
satisfaction is relatively high; the audience hold a high satisfaction at the trainees but 
low satisfaction of the Tencent video. It is apparent from the evidence that audiences 
have a higher level with the program Osatisfaction, but the success of playback 
volume is not only the visual performance of audience satisfaction but also related 
with the media’s own agenda setting. Nobody could deny that the program itself has 
met the audiences’ needs of cognition, emotion and personal integration, however, 
there are a number of problems which caused dissatisfaction tendency. For example, it 
is not that high to serve the needs of individual integration and there could be 
excessive influence on the experience of media forms and economic function. 
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量突破 4.2 亿次，开播第四周凭借 6.1 亿次的视频点击量再创新高。[4]而整个第
三季，腾讯视频更是创下了突破 45 亿的视频播放量（据腾讯视频视频点击量累
加所得）。 
2015 年 2 月 3 日，第 35 次《中国互联网络发展状况统计报告》由 CNNIC
（中国互联网络信息中心）发布。根据报告 新数据显示，截止到去年 12 月，
中国已有约 1899 亿的网页，数量增长达 26.6%；去年一年新增网民共计约 3117
万人次，网民数量破 6 亿再创历史新高；互联网普及率有小幅度提升，普及率达
47.9%；中国网民每周人均上网时长达 26.1 小时，平均每天 3.7 小时。而更值得
关注的是，中国网络视频用户数量已高达 4.33 亿，在整个网民数量中占比超过
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这样一个环环相扣、因果相连的过程，首次正式提出了“使用与满足理论”。[13]
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